Cornelius Dubois—September, pp. 53-56, 58; //., ¢ 
ber, pp. 46-51. 

What the Marketing Concept Means to Kenyon & Eck 
Joseph P. Braun—September, pp. 49-52. 

Why Monsanto Digs Deep into Media Decisions William 
Farrell—August, pp. 29-33. 


MEDIA TECHNIQUES 


Editorial Index—Media/scope 


Agency Forms Used jor Growing Clients—February, p. %& 

Business Publications Urged To Offer Merchandising 
Albert J. Ackley—January, p. 44. 

Evils of Double Billing in Cooperative Advertising Morte, 
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Simon—September, pp. 103-104, 106, 108, 109, 
Free—More Homes for Your TV Commercial Donald G, 


TITLE INDEX 


MEDIA PLANNING 


A New Tool for TV Budgeting—November, p. 65 

Account Executive Panel Warns Media Planners—November, 
p. 125. 

Advertising’s Selling Power Is Large Unanswered Question 
Roger M. Greene—March, pp. 37-39. 

Break the Account Executive Barrier in Industrial Media Buying 
Now? Herbert D. Bissell—November, pp. 45-48. 

Complex Media-Marketing Plan Builds Airtemp’s Sales— 
December, p. 47. 

Cost per Thousand Attacked and Defended—May, pp. 70, 72, 
75, 77. 

Five Urgent Problems Marketing Men Must Face: |. Dr. Daniel 
Starch—September, pp. 45-48; //. October, pp. 58, 60, 
62, 64. 

Four Media Strategists Debate Plan for a Frozen Desseri— 
December, pp. 54-58. \ 
Here’s Where Print and Broadcast Can Be Compared Dr. Dar- 

rell B. Lucas—August, pp. 34-37. 

How Do Media Make Friends and Influence People? William 
E. Matthews—October, pp. 39-41. 

How Hoyt Builds a Media List for American Thermos C. B. 
Donovan—July, pp. 94, 96, 98. 

How International Shoe Makes Co-op TV Click—May, 
pp. 46-48. 

How Marketing Concept Shapes Media Planning Today Joseph 
J. Hartigan—July, pp. 37-40. 

How Much of Space Appropriation Is Budgeted for Production 
Costs? —October, pp. 52-54. 

How Research Shapes FTD’s Media Strategy—July, pp. 50-51. 

How the Experts Buy Network Television—September, pp. 92, 
94, 96, 98, 100. 

How U. S. Steel Coordinates Media in Marketing Strategy John 
Veckly—June, pp. 33-35. 

Improving Sales Effectiveness of Today's Advertising Robert J. 
Eggert—October, pp. 42-44. 

Integrated Media Strategy Leads Way to Record Sales—-Janu- 
ary, pp. 32, 34, 38. 

Liability for Media Charges Morton J. Simon—March, pp. 
71, 80, 83. 

Media-buying in a $10-Million Agency Urban H. Moss— 
December, p. 37. 

Media Guarantees and Performance Morton J. Simon—April, 
pp. 69-70, 72. 

Special-interest Magazines and Direct Consumer Action Cy 
Chaikin—September, p. 114. 

System for Recording and Using Industrial Media Information 
Cleon Yohe—February, pp. 58-60. 

What Is the Arithmetic of One $780,000 Ad? Lionel M. Kauf- 
man—May, pp. 88, 91. 

What Is the Difference Between a Reader and a Viewer?: 1. 
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Glathery—July, pp. 41-43. 

How Broadcast Forms Are Used by Kenyon & Eckhardt J 
M. Liddell—August, pp. 44-46, 50-52. 

How Does Repetition of Advertisements Affect Reader, 
Dr. Daniel Starch—November, pp. 50-51. 

How General Electric Handles and Evaluates Inquiries— 
ber, p. 72. 

How National Advertisers Use Newspaper. Space: l— 
ber, pp. 60, 64, 65; //. October, pp. 67, 70. 

How One Advertiser Doubled Response from Engineering Py 
cations James M. Jenks—January, pp. 50-51. 

How Southern Comfort Gets Maximum Media Impact—Fe 
ary, pp. 54-56. 

How the Media Plan Built a Market Overnight Donal 
MahImeister—November, pp. 52-54. 

How To Get More Out of Newspaper Advertising—Nove 
pp. 78-80. 

How To Understand a Broadcast Rating Bernard H. @ 
September, pp. 82-83, 85, 89, 90, 91. 

How To Use Direct Mail in Helping Dealers A. M. Ander 
April, pp. 45-47. 

Increasing Legal Entanglements in Cooperative Adverti 
Morton J. Simon—August, pp. 74, 76, 78, 80, 81, 

Media-Buying Award Entries—January, pp. 69-70. 

Media Buying Is Creative Dr. Howard D. Hadley—O 
p. 97. 

Out, Out, Third Spot—January, p. 38. 

Program Audience Ratings and How Best To Use Them B 
H. Ober—October, pp. 73, 74, 77, 78, 80. 

Reach or Frequency for Your Broadcast Messages? Bernard 
Ober—November, pp. 56, 58, 60, 65. 

7 Cardinal Sins in Time-buying Frank G. Silvernail— 
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Should Outdoor Posters Be Repeated? Dr. Daniel 
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10-Point Program To Police Double Billing Morton J. § 
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TV Availabilities—The Race for the Best—August, pp. 
58-60, 64. 

Use Multi-page Advertisements as Catalogs, Urges Agency} 
George C. McNutt—February, pp. 80, 82. 

What Kinds of People Make Up Broadcast Audiences? B 
H. Ober—December, pp. 42. 

Where in a Newspaper Is It Best To Advertise? Florence @ 
—June, pp. 39-41. 

Why Point-of-Purchase Is Part of the Media Plan—t. E.4 
lagher—July, pp. 78, 80. 


ORGANIZATION MATTERS 


Account Executives and Media Salesmen—March, p. 39. 

All-media Buyers at Benton & Bowles Supported by 
Training Program Lee Rich—January, pp. 28-31. 

Announcement of Annual Media Awards—October, pp. 2 
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Annual Media Awards—April, pp. 22-27. 

Annual Media Awards To Be Presented April 8—Mareh, 
30-31. 
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ARF Speaker Stresses “Communication Performance” —Octo- 
ber, p- 41. 
Baltimore Agency Media Forms—April, pp. 74, 76. 

Building a Creative Media Department George Bolas—May, 
pp. 39-42. : eee : 
Campbell-Mithun’s Media Operation Stresses Flexibility, Firm 

Control Harry M. Johnson—January, pp. 40-43. 
CFAC-WAC Course Appointees Named—August, p. 52. 
Cleveland Media Group Organizes—May, p. 43. 

Dellow to Head Media Group—November, p. 80. 
Good Print Media Forms Dino G. Valz—June, pp. 42-46. 
How Burnett Is Organized To Spend $100 Million Dr. Seymour 

Banks—June, pp. 86, 88. 

How Clark & Bobertz Handles Media Representatives—June, 
. 48. 
How Fuller & Smith & Ross Buys $50 Million in Space and Time 

Gerald T. Arthur—February, pp. 35-37. 

How Much Are Media Directors Paid? ——May, pp. 44-45. 

How New York Agency Uses Media Forms—February, p. 52. 

How Parker Pen Streamlines Its Foreign Advertising—Febru- 
ary, pp- 62-64. 

Media-buyer Groups Remain Active—July, p. 56. 

Vedia-buying, Research in Spotlight at Business Press Institute 

—September, p. 115. 

Vew York Media Planners Formed with McEvoy as President— 

March, pp. 64-66, 68. 

Position of Media Buyers More Secure than Others Jerry Fields 

—March, pp. 70-71. 

Sales Manager, Stay Home! Jackson L. Parker—June, pp. 

76,79. 

Should We Probe for “Letter X”? Jackson L. Parker—August, 

pp- 66, 68. 

Single Audit Proposal Gets Mixed Reaction—July, p. 60. 

Single Rate Discussed by New York Media Planners—April, 
. 44, 

Some Media Measures Slighted, Lucas States—October, p. 102. 

Total Marketing Concept Upgrades Media-buying Thomas B. 

Adams—April, p. 28. 

We Dig Hep Reps Charles F. Rosen—March, pp. 84-86. 
What Should a Media Contractor Know About Public Relations? 

Hal Davis—March, pp. 50-53. 

What the All-media Buyer Must Know at Bryan Houston R. H. 

Bouleware—March, pp. 72, 74.. 

Who Is Responsible for Advertising Print Materials? Morton J. 
Simon—June, pp. 80, 82, 84. 

































EDIA AND MARKET DATA 


ANA Newspaper Rate Study—January, p. 67. 

An Analysis of 12 Million Inquiries Dr. Daniel Starch, How 
Size, Color, Position, and Location Affect Inquiries—Janu- 
ary, pp. 23-27; How Thickness of Issue, Seasons, Affect 
Inquiries—February, pp. 38-43; How Types of Offers, Prod- 
ucts, and Coupons Affect Inquiries—March, pp. 40-44. 

And Whatever Happened to Color Television?—March, pp. 96, 
98 











Agency Network Wants More Comparative Media Data—March, 
pp. 92, 94, 95. 

Are Posters Designed To Sell Where There Is the Best Chance? 
T. Norman Tveter—March, p. 100. 

Business Paper Profile—May, p. 59. 

Business Papers To Raise Advertising Rates in 1960—James B. 
Kobak—December, p. 63. 

Comparing Apples and Oranges: Ill. Six Problem Areas in the 
Comparison of Media Alfred Politz—January, pp. 46-48. 
Comparing Apples and Oranges: IV. “Total Effect” Is Called 
the Key to Meaningful Media Comparisons Dr. Thomas E. 

Coffin—February, pp. 44-48, 52. 

Comparing Apples and Oranges: V. No Simple Solution to 
Comparison of Media Solomon Dutka and Lester R. 
Frankel—March, pp. 54-56, 60, 63. 

Comparing Apples and Oranges: VI. Television vs. Newspapers— 
Ld hich Is Better Buy? Robert F. Davis—May, pp. 60, 63. 
Dictionary of Terms Useful to Buyers of Media: “A” —Septem- 
ber, pp. 39-40; “B”—October, p. 98; “C”—November, 

p- 87; “C” (continued) —December, p. 87. 
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Distinction Is Drawn Between Exposure and Perception — 
October, p. 44. 

First Half Rate Changes Harry J. Johnson—August, pp. 
84, 87. 

First Quarter Rate Changes Harry J. Johnson—May, pp. 
84, 86. 

FM—W hat Kind of Class Market?—July, pp. 48-52, 54. 

From ROP Color to the Milline Rate—Handy Kit of Facts about 
Vewspapers—May, pp. 64, 66, 68. 

G.E. Leads Again in Business Papers—May, p. 83. 

Here’s Where Media Money Went During the First Nine Months 
—January, p. 55. 

Here's Where Money Went During 1958—April, p. 102. 

Household Composition a Key to Media Selection Joel Katz— 
June, pp. 64, 66, 68, 70. 

How Good Is Your Newspaper Buying Formula? Eugene Dalgin 
—July, pp. 64, 66, 68. 

How ARF Consultation Fosters Sounder Media Research Wal- 
lace H. Wulfeck—April, pp. 84, 87-89. 

How Important to Advertisers Are Single Copy Sales?—April, 
pp. 53-56, 65-66. 

How Menia/scort’s Record of National Advertising Expenditures 
Is Prepared—July, p. 35. 

How Much of the Farm Market Is Worth Cultivating? T. Nor- 
man Tveter—April, pp. 90-92. 

How Time Buyers Regard Visits from Station Managers—Janu- 
ary, p. 68. 

How To Evaluate Business Paper Promotion Dik Twedt—Sep- 
tember, pp. 80-81. 

How To Judge Media Research Done by Mail Survey Arthur J. 
Morgan—February, pp. 76, 78, 79. 

It's Time To Re-examine the ABC’s Newspaper Audit Report 
Alan T. Wolcott—November, pp. 82, 84, 86, 92, 93. 

Japanese Media Offer Marketing Opportunity Irwin A, Vladi- 
mir—July, pp. 71, 74, 76. 

Leading Agencies by PIB Billings—May, p. 104. 

Magazines Lead in Direct Maii—june, p. 94. 

Market vs. Audience Research in Business Media Selection 
Howard G. Sawyer—April, pp. 50, 52. 

Meaning of Look’s Big Change to Advertisers—June, p. 91. 

Media Buyers’ Check List for Direct Mail Advertising—Febru- 
ary, p. 67. 

Media Buyers’ Check List on Point-of-Purchase Materials — 
March, p. 75. 

Mepia/scope’s Advertising Cost Index Harry J. Johnson — 
January, pp. 65-66; February, pp. 93-94; March, pp. 
109-110; April, pp. 113-114; May, pp. 99-100; June, 
pp. 105-106; July, pp. 111-112; August, pp. 95-96; 
September, pp, 129-130; October, pp. 127-128; Novem- 
ber, p. 117-118; December, pp. 113-114. 

Mepia/score’s Record of National Advertising Expenditures— 
July, p. 34; September, p. 121; October, p. 101; Decem- 
ber, p. 96. 

New SMSA and SRDS Metro Areas Revealed in Special Study 
Dr. H. P. Alspaugh—November, pp. 127-134. 

Nine-Months’ 1959 Rate Changes Harry J. Johnson—Novem- 
ber, pp. 94, 97. 

1958 Media Rate Changes Harry J. Johnson—February, pp. 
70, 72. 

Radio Rate Protection Policy Is Less Liberal Than Expected— 
November, p. 49. 

Rate Protection Policy Among Business Publications Lacks Uni- 
formity—October, pp. 91-92. 

Rates for Print Media Show Slower Rise Harry J. Johnson— 
April, pp. 95-96, 98, 100. 

Refresher Course Il: How To Use the New Radio—July, pp. 
82, 84, 86, 88, 92, 93. 

Refresher Course III: Consumer Magazines Claim Top Half of 
U.S. Market—December, p. 74. 

ROP Color Gains—May, p. 104. 

Some Psychological Traits of Media and Markets Jerome 
Greene—November, pp. 68, 70, 71. 

Spot TV and Radio Rates Resume Their Rise Harry J. Johnson 
—March, pp. 88, 90. 

Study Compares Quality, Buying Potential of Magazines and 
TV Audiences—November, p. 67. 

Survey of Newspaper Rate Protection Policies—August, p. 43. 

Test Cities: How They Should Be Selected and Used Robert 


113 








Forbes—November, pp. 76-77. 

This Is the Negro Market: 1. Urban Living Trek Sparks Growth 
of Negro Market—May, pp. 50-52, 57, 58. /]. How and Why 
Urban Negroes Buy—June, pp. 52-54, 58. 

Trends in National Newspaper Advertising January, p. 64; 
February, p. 90; March, p. 113; April, p. 116; May, 
p- 102, June, p. 108; July, p. 104; August, p. 102; 
September, p. 126; October, p. 122; November, p. 120; 
December, p. 105. 

TV Rate Protection Policy Is Good—and Consistent—Septem- 
ber, pp. 112-113. 

United Front Needed To End Multiple Spotting Lee Rich— 
June, pp. 26-27. 

Videodex National Rating Analysis—January, p. 71; Febru- 
ary, p. 96; March, p. 105; April, p. 118; May, p. 106; 
June, p. 94; July, p. 118; September, p. 136; October, 
p-. 130; November, p. 122; December, p. 108. 

Weekly Newspapers: Ferment in Hometown, U.S.A—January, 
pp. 57-58. 

What Agencies Want from Media Research—August, p. 68. 

What Is Essential to Know from Magazine Media Research? 
Alfred Politz—April, pp. 39-44. 

What Is Merchandisable Circulation? Lionel Moses—April, 
pp. 48-49. 

What Is the Value of Special Issues of Business Publications? 
Ronald F. Meadows—June, pp. 72-75. 

What Nielsen Offers Buyers of Broadcast—March, pp. 46-47. 

What 2 Million Traffic Samples Tell About “Markets-in-Motion” 
Wilbur S. Smith—September, pp. 67, 70, 71, 75, 76, 78. 


TRENDS AND TREND-MAKERS 


A Basic Bibliography of Industrial Marketing Books and Booklets 


—aApril, p. 76. 

Account Executives and Media Buying Media/forum—Decem- 
ber, p. 33. 

“Actual Viewing Done Yesterday” Isabel Ziegler—September, 
p- lll. 

Are Mail Surveys Reliable? Howard G. Sawyer—June, p. 
103. 

“As Advertised In...” Lionel M. Kaufman—March, p. 104. 

Audit Bureau of Research Editorial, Roger Barton—Janu- 
ary, p. 74. 

Can Readership Scores Be Projected? Howard G. Sawyer— 
October, p. 117. 

Consolidating a Media Operation Isabel Ziegler—November, 
p- 102. 

Cornflakes, Bras, and Schedules Lionel M. Kaufman—Sep- 
tember, p. 124. 

Daily, Except Sundays Lionel M. Kaufman—June, p. 93. 

Debate on Cost Per Thousand Editorial, Roger Barton — 
May, p. 108. 

Demand for Product Specialists in Media Field Is Growing 
Jerry Fields—January, p. 52. 

Dilution of the Media Function Editorial, Roger Barton— 
March. p. 118. 

Discrimination Against Media Seen In Tax Proposal Morton J. 
Simon—May, pp. 78, 80, 82, 83. 

Do You Keep Representatives Informed of Your Clients’ Market- 
ing Needs? Media/forum—June, p. 31. 

Does Your Agency, As a Network Member, Frequently Use Its 
Network Contacts in Other Cities to Obtain Information on 
Media and Markets? Media/forum—March, p. 35. 

Don’t Feed the Univacs Lionel M. Kaufman—lJuly, p. 115. 

Editing Is People Walter E. Botthof—December, p. 5. 

Emotion in Industrial Purchasing Howard G. Sawyer—May, 
p- 92. 

Find a Need and Fill It Walter E. Botthof—June, p. 5. 

Ford Tops ROP Color in January—April, p. 121. 

“Good Business” Boasting Lionel M. Kaufman—February, 
p. 84. 

How Business Publications are Classified Walter E. Botthof— 
March, p. 5. 

How Do You Contribute to Presentations for Clients? Media/- 
forum—October, p. 35. 
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How Do You Determine the Editorial Vitality of a Publicag, 
Media/forum—July, p. 33. Th 
How Much for Research? Editorial, Roger Barton— | 
ber, p. 138. To 
How Not To Win With Research Howard G. Sawyer—A 7 
p- 93. 
In Placing of Spot Announcements, How Important are Adj . 
cies? Media/forum—September, p. 43. 1 
Inflation in Medialand Lionel M. Kaufman — Nov Tn 
p. 110. 
Lessons from Starch Study Editorial, Roger Barton—Fegg 7” 
ary, p. 98. 1V 
Magazine Format jor TV? Editorial, Roger Barton—Dee ' 
ber, p. 122. Ul 
Magazines’ Stronger Sex Lionel M. Kaufman—April, p. Val 
Make Mine Fruit Cocktail Lionel M. Kaufman—May, p, Vit 
“Managerial Marketing: Perspectives and Viewpoints”: 4g © h 
view of a Book Edited by Eugene J. Kelley and William lg f 


Howard G. Sawyer—January, p. 59. Wi 
Media-buyers' Groups; Television's Expanding Horizons , 
torial, Roger Barton—July, p. 120. Wh 
Media Directors Assail Multiple Spotting—June, pp. 60, ] 
Media Problems of Small Agencies Editorial, Roger Ba Wh 
April, p. 122. , 
Media’s Ability To Communicate Walter E. Botthof—Nowg ™ A 
ber, p. 5. Wh 
Media/trends—December, p. 119. E 
Men of the Month in Media—January, p. 18; Feh Wi 
p- 30; March, p. 32; April, p. 32; May, p. 32; u 


p- 28; July, p. 18; August, p. 26; September, p. Wh 

October, p. 18; November, p. 41; December, p. 28. t 
More Information Needed on Value of Audits Elaine Kort; 

July, pp. 61-63. 

More Stress on Single-Copy Sales? Lionel M. Kaufman 
August, p. 90. DEP/ 

New Buyers and Old Salesmen Isabel Ziegler — Dece: 

p- 102. Ad 

New Sales Push for Newspapers—August, p. 100. 

New Time-buyer Cartoons his Agency Ben Leighton—N 
ber, p. 55. 

Objuscation at ARF Session Howard G. Sawyer—Nov 
p- 106. 

Putting Automation in its Place Walter E. Botthof—O 
p. 5. 

Querying for Avails Isabel Ziegler—October, p. 120. 

Scope on Media: A Look Around and a Look Ahead—Jan 
December, pp. 9-10. 

Seven Lively Arts of Editing Editorial Roger Barton— 
ber, p. 136. 

Second Thoughts on First Awards Walter E. Botthof— 
p. 5. 

Secondary Readers’ Criticisms Walter E. Botthof—Anug 
p. 5. 

Spring, and Thoughts on Media Walter E. Botthof— 
p. 5. 

Standardization of Media Invoices Editorial, Roger B 
June, p. 114. 

Take-a-Bow: Bob Jenove of Albert Frank-Guenther Law 
ruary, p. 53; Dick Jones, Thompson’s Media Ma 
January, p. 39; Harriet Raymond, Advertising’s Woma 
the Year—December, p. 50; Schenley’s Pamentel, An 
tiser’s Media Man—March, p. 45; Thomas Dillon, BBl 
Versatile Treasurer—June, p. 47. 

“Television Advertising” By Clark M. Agnew and Neil 0 
Books and Booklets, Lee Rich—September, p. 118. 

10 New Concepts in Media Research Dr. Ernest Dichter— 
pp. 44-47. 

The “Audio” Part of Promotion Lionel M. Kaufman— 
ary, p. 61. 

The Future of the 15% Commission Editorial, Roger E 
August, p. 104. 

The Growing Revolution in Magazine Advertising — 
pp. 106-107. 

The Media Buyer Who Didn’t Walter E. Botthof—Fe 
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